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Green Marketing
Granting to the American Marketing Association, green marketing is the merchandising of merchandise that are presumed to be environmentally safe. Thus, green marketing incorporates a wide scope of actions, including product change, changes to the production process, packaging changes, as well as modifying
advertising. Yet defining green marketing is not a simple task where the several meanings intersect and contradict each other; an example of this will be the existence of changing social, environmental and retail definitions attached to this condition. Other similar terms used are Environmental Marketing and Ecological Marketing. So "Green Marketing" refers to holistic marketing concept wherein the production, marketing consumption a disposal of merchandise and services happen in a way that is less prejudicial to the environment with growing consciousness around the implications of planetary heating, non-biodegradable solid waste, harmful impact of pollutants etc., both marketers and consumers are getting more and more sensitive to the need to switch into green products and services. While the switch to "green" may look to be expensive in the short term, it will definitely prove to be indispensable and advantageous, cost-wise too, in the long run.
Green Product Development
The efficient green product development played an important role in the green marketing strategy. It can help the firms and economies move swiftly towards a sustainable environment. Green product development emphasizes "end of pipe technology" where the firms are aware of ecological issues through the cognitive operation of production and product design (Chen, 1994) . In particular, Chen (2001) revealed that the product designed to downplay the utilization of nonrenewable resource, avoiding toxic materials, and renewable resource during its whole lifetime-cycle would be the most efficient mode to display green technological development. Most firms acknowledged integrating environmental laws and rules such as Registration, Evaluation and Limitation of chemical substances into the operation of green product development; hence it can cut down the hazard risk to the environment while satisfying the consumers' expectation on green consumption (Tsai, Chuang, Chao, & Chang, 2012) . The Green product development encompasses food safety concern, label, and price; it may affect the consumers' purchasing behavior of green products (Bing, Chaipoopirutana, & Combs, 2011) .
Consumer Buying Approach
Consumer behavior has been illustrated as the natural processes of consumers who identify a need or want, researching for information, buying, using, and giving feedback on the products and services in order to satisfy their desires (Vyas, 2009 ). In the 20th century, most markets clearly understand the actual behavior, genes, and aims of the consumers' buying approach by aiming for the utilization of environmentally friendly marketing.
Due to the detrimental impacts on the natural environment, green marketing activities have been a popular tool that used by many firms, and these events caused a shift in consumers' buying approach towards green products (Cohen, 1973) . Consequently, most consumers have adapted to the concept of "green consumers" who were cognizant of the importance of conservation and protection of the natural surroundings as well as seeking for eco-friendly products as they
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demand of green consumption grows (Peattie, 2001 ).
Further to this information, Boztepe (2012) emphasized that the green consumers would stop consuming any harmful product which may bear on their health, involves torture of animals and does harm to the environment during the output process, disposition or use. A portion of marketers may take to enhance the consumers' consciousness of environmental problems by using marketing ploys to get them taken in social charities which motivate the consumers' to move from established products to eco-friendly products (Golkanda, 2013) .
Advantages of Green Marketing and Green Product Development
While the firms use green marketing in the modification of business and implement green product development, it can reduce operating and production costs in the long term. There are firms who have adjust up the solar panel technology in their modification of business; it can be an investiture on the cost benefits (Ottman, Stafford, & Hartman, 2006) . The firms can practice the green product development to standardize the product change and make do the new materials with environmental concerns, thus, decrease the negative impacts on human health and the environment (Tsai, Chuang, Chao, & Chang, 2012) . Furthermore, the firm can attempt to improve the product design; it can cut down the amount of material that will need to be disposed of and try to determine whether it will be environmentally harmful. In this operation, it can likewise be determined whether it is potential to cut the material usage in order to enhance recyclability and reusability (Polonsky, 1994) .
According to Ankit and Mayur (2013) , most marketers use green advertising with pollution free messages to draw consumers' attention; it can heighten their knowledge of the products and ecological matters.
Indeed, the firms can increase their corporate eco-centric image and it drives the consumers' perception towards the house. Substantially, the firms have generated the revenue and developed a new approach to international markets; it can increase the competitive advantages of the firms in order to achieve the stabile position of the houses. In summation, the employees will possess more confidence and satisfaction towards the stabile position of the house, thus the productivity of the firm will be increased (Pierce, Rubenfeld, & Morgan, 1991) .
Ultimately, the greatest chance for firms which are giving the green marketing is that houses can obtain grants and loan from the government to arrange up the In the end, the firms deliver to furnish the product at a strategic position that is convenient for consumers to access so that it may influence the purchase decision of consumers. Most marketers successfully positioned new green products in the marketplace as long as the location was more salient than that of a company from its rivals. 
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The Relationship between Green Product Development and Consumer Purchasing Behavior:
According to Song and Parry (1997) (Polonsky, 1994) . Some of the houses have limited scientific and business technology knowledge, which causes many incorrect business decisions to be made which can conduct to further danger towards the surroundings. For example, some firms used DME (dementia ether) as an aerosol propellant; it will also make for a negative impact to ozone layer (Fleisch, Basu, Gradassi, & Masin, 1997) . Most of the consumers at the time were unaware of the serious ecological issues had been brought in to effect with the purpose of the merchandise. Since this incident, it is potential that the consumers will not pay attention to the environmental claims from the green advertisement for these products (Golkonda, 2013) . Chang (2004) observed that the ambiguous environmental statement from the green advertisement did not strongly illustrate the eco-centric image of the house, thus the advertised product fail to draw consumers' attention. In results, the consumers perceived that the carrying out of the green products that were manufactured with recycle materials or remanufactured products have poor execution than the conventional products and the consumers are not willing to buy green products for a higher price (Michaud & Llerena, 2011) . Referable to the lack of knowledge of the consumers, the consumers will not trust the ecolabels; it may ensue in the consumers ignoring the Eco labeling (Cherian & Jacob, 2012) .
Overview
The research of this paper purports to examine how the concept of green marketing and green product development and how it determines the purchasing approach of consumers. This research report is significant because the world is today confronted with environmental destruction and contamination levels are growing worse day by day, which will finally contribute to the continued worsening of human spirit. Green marketing is a strategy that addresses the business of promoting and maintaining the natural environment which can benefit the firms, consumers and the environment while the green product is produced. Most houses have begun to practice the concept of green marketing and green product development in the day to day business operations to create eco-friendly products in order to satisfy the consumers' wants and demands.
Beyond this, there is a shift in consumers' behavior towards a greener life style; it is recognized as the "green consumer". While the firm meets the demand of consumers, it caused the production of the firm to increase. The eco-centric image of the house realizes a profound impression of in consumers' cognition; hence the firm can find greater satisfaction and faith from consumers easily. In results, the firm which behaves in an environmentally responsible manner is likely to achieve long-term profitability and environmental sustainability. Consequently, the marketers should structure their green marketing strategy with outstanding caution and precision before they carry out the product into their firm. The goal of strategic planning can keep consumers retention; as well as minimizing environmental impacts in order to attain long term profitability and increase.
Conclusion
As the rising fear of ecological issues had begun to form, society and the government have started to be aware about these subjects and begin to create changes to contain the negative impacts of these troubles. Green marketing and product evolution have been deemed the best ways forward for a business to be able to adapt to new rulings from the government, and also to be able to comply with the behavior of consumers from field studies into the wants and needs. The firms believed that the ideas of green marketing such as enforcing a green supply chain, green product design, publicity, pricing and promotion are beneficial to society and the surroundings; and so it has assumed precedence over conventional marketing initiatives. Furthermore, the firms should present notable efforts to its customers in a way that expresses the house is actively attempting to lessen its environmental risk. In closing, implementing green marketing and green product development strategy is not sophisticated, but instead a relative concept that consistently differs over the time.
